A company's key to success is in its heart and soul. 
A distinctive personality
The personality of an organization is often taken for granted. Often the values of the founder are instilled in the organization and shape its culture going forward. "We try harder" at Avis, or "Always low prices. Always," at Wal-Mart are foundational values that have become ingrained into the very fiber of each Believe it is changeable and 65% believe they need to change it Believe that an organization that lacks a high perfor mance culture is doomed to mediocrity But fewer than 10% succeed in building one At St.George's business-banking division, Greg Bartlett, the division leader, asked his staff to make double-digit improvements in year-over-year profits and operating income.
In return, he extended a new degree of trust to managers who were held accountable for running a profit center and making decisions as if it were an independent business, not merely an appendage of a larger organization.
Scorecards became an integral part of the evaluation process at the bank, and metrics that tracked customer service and advocacy became at least 15% of each employee's score-including Kelly's. Managers were required to come up with explicit customerservice strategies to shift the culture's focus away from creating discrete financial products and toward service strategies and cross-selling.
In Bartlett's organization, especially, it was important to make customers feel valued.
He placed key managers in the profit centers so St.George could approach important customers as a unified team, and he got to know most of the bank's larger business customers personally.
Managing the drivers of culture
Accountability, of course, began at the top. Kelly also makes it a point to celebrate achievement whenever it's appropriate. She has championed a traditional peer-based recognition system called the "Star Awards," which, in the past, sometimes celebrated seemingly unprofitable behavior. Kelly kept the awards, but now "they reward the kinds of customer focus we want to encourage," she said. she told employees wherever they gathered.
The trouble was, she said, the bank lacked a firm trellis-the framework of management, discipline and strategy to keep the vine growing in the right direction. Bigger banks had a rigid trellis but little vine-ultimately a weaker position, she said. The key was to build a trellis to help the vine grow in the right areas and with the right support.
Communicating results
Kelly communicates her customer-centric These gestures certainly make for good PR.
But they also send a powerful message that No culture is forever, of course. Change requires commitment on the part of a company's senior leadership, and the job is never really finished. But the payoff is substantial.
Little else in this age of globalization provides a company with an edge that competitors can't simply copy or buy. Culture-the force that determines how people behave when no one is looking-is one such competitive advantage. When people want to do things right, and want to do the right thing, companies have an invaluable edge.
Key attributes of winning cultures
While the five steps described in this article map the journey to creating a winning culture, the emergence of some key attributes will signal that you've arrived at your destination. Our analysis of 200 companies-combined with case studies of three dozen high performers-confirmed our findings and helped sharpen our focus on the common elements of winning cultures:
• High aspirations and a desire to win: For employees in high performance cultures, good is never good enough. They are always pushing to go farther, better, faster. It's not just about short term financial performance. It's about building something truly special and lasting.
• External focus: Companies with high performance cultures focus their energies externally on delighting customers, beating competitors and caring for communities. They don't get caught up in internal politics or navel gazing.
• A "think like owners" attitude: A hallmark of a high performance culture is that employees take personal responsibility for overall business performance. They strive to do the right thing for the business, putting aside issues of personality or territory.
• Bias to action: High performance cultures are impatient to get things done. They are doers, not talkers, keeping an eye on where the value is to ensure their actions will enhance the business.
• Individuals who team: Winning cultures encourage people to be themselves and help individuals develop to their full potential. They also recognize the importance of teamwork, being open to other people's ideas and debating issues collaboratively.
• Passion and energy: Everyone in a high performance culture gives 110%, striving to go beyond adequate to exceptional in the areas that really matter and bringing an infectious enthusiasm to everything they do.
